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• With online shopping becoming more prevalent, customers can find small retailers who are the best in their niche, 
and can make purchases with a few clicks and have the items delivered to their door. 

• Sites like Pinterest, Shopify, Etsy, and various shopping social networks are making shopping easier for customers 
around the world to discover niche retailers. 

A Rapidly Evolving Landscape
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• With online shopping becoming more prevalent, customers can find small retailers who are the best in their niche, 
and can make purchases with a few clicks and have the items delivered to their door. 

• Sites like Pinterest, Shopify, Etsy, and various shopping social networks are making shopping easier for customers 
around the world to discover niche retailers. 
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AUDIENCE SURVEY
Ipsos Online Omnibus RESULTS
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Identifying Niche Retail Audiences

12%

Comfortable 
sandals or flip 

flops

Cheap sun 
glasses

Beach 
and pool 

toys

Back-to-School 
Supplies for 

someone living 
in a college 

dormitory for 
the first time

Increase the number of respondents in 
your target audience with each wave to 

achieve a robust survey sample.

None of 
these

Q1. Which of the following you have purchased or intend to purchase before the summer is over? US (n=1,006) / Canada (n=1,001) 

9%

20%

26%

43%

48%

30%
22%

29%

36%

47%

32%

Comfortable 
but stylish 

summer clothes 
to wear to a 

fancy outdoor 
event

Wave 1
Wave 2

Wave 3
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There is a significant minority that prefer to do most of 
their non-grocery shopping at smaller and niche retailers

Q3. Do you do most of your non-grocery shopping with what you consider to be large retail companies or with the smaller niche retailers? US (n=1,006) / Canada (n=1,001) 

82% 18%
LARGE RETAIL OUTLET NICHE SPECIALTY RETAILER

85% 15%
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77% 23%
LARGE RETAIL OUTLET NICHE SPECIALTY RETAILER

72% 28%

When seeking to purchase a special gift, niche specialty 
retailers are the preferred option for nearly three in ten

Q2. When looking to make a special purchase like a gift or rewarding yourself, are you more likely to look to one of the large retail outlets or more likely to go to a 
niche specialty retailer? US (n=1,006) / Canada (n=1,001) 

37%
UNIVERSITY GRADUATES
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58%

47%

36%

28%

22%

21%

12%

10%

8%

7%

6%

6%

28%

31%

49%

55%

46%

63%

47%

45%

30%

42%

30%

34%

8%

13%

10%

12%

10%

12%

38%

40%

58%

45%

55%

49%

7%

9%

4%

4%

22%

4%

3%

5%

4%

5%

10%

11%

Offers personal service

Offers a product, service or experience I can't get somewhere else

Offers excellent service

Offers something cool

Offers a product I will brag to others about

Offers quality

Is convenient

Offers excellent value

Offers a competitive price

Offers a great return policy

Offers great delivery options

Offers a great online experience

Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

Each type of retailer is perceived to have a distinctly 
different customer value proposition

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 
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Offers personal service

Offers a product, service or experience I can't get somewhere else

Offers excellent service

Offers something cool

Offers a product I will brag to others about

Offers quality

Is convenient

Offers excellent value

Offers a competitive price

Offers a great return policy

Offers great delivery options

Offers a great online experience

Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

Opportunities lie in differentiation

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 
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Offers personal service

Offers a product, service or experience I can't get somewhere else

Offers excellent service

Offers something cool

Offers a product I will brag to others about

Offers quality

Is convenient

Offers excellent value

Offers a competitive price

Offers a great return policy

Offers great delivery options

Offers a great online experience

Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

Emphasize values that align with target audiences – learn 
more about what attributes your targets value

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

Aged 18-34

College educated

Males

HH Income >$50k

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 
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Offers excellent service

Offers something cool

Offers a product I will brag to others about

Offers quality

Is convenient

Offers excellent value

Offers a competitive price

Offers a great return policy

Offers great delivery options

Offers a great online experience

Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

Small retailers are more likely to be perceived as offering 
something cool

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

8%37%

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 
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Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

The Canadian audience is particularly likely to perceive 
small retailers as offering quality

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

9%

29%

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 
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Applies more to a small shop Applies to both equally Applies more to a large retailer Neither

Delivery options are a pain point for Canadian 
consumers

Q6. For each of the following please indicate whether you associated with large retail businesses or smaller, niche businesses. US (n=1,006) / Canada (n=1,001) 

LARGE RETAIL OUTLET

NICHE SPECIALTY RETAILER

50%

15%
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72% 71%

37%

75% 76%

43%

I think most smaller retailers have a stronger social
conscience compared to larger retailers

I think the people who run small companies relate
better to me and understand my needs better than

the people who run big companies

I know more people who work at small retailers than
I do people who work at larger retailers

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)

Consumers have a more positive perception of smaller 
retailers

Aged 18-24
Age 35-54
Males
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72% 71%

37%

75% 76%

43%

I think most smaller retailers have a stronger social
conscience compared to larger retailers

I think the people who run small companies relate
better to me and understand my needs better than

the people who run big companies

I know more people who work at small retailers than
I do people who work at larger retailers

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)

Consumers have a more positive perception of smaller 
retailers

Children in Household
Males
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91%

63% 59%

43% 43%
38%

91%

62% 60%

40% 42% 39%

The internet has made it easier
for me to research and find

specific products

I trust the information people
post online about products and

services they have used

I trust the information big
manufacturers and retailers

post on their company web sites

When I buy a niche product
through an online platform like
Amazon I consider this buying

from a small retailer

My online friends and followers
send me information about

products and services I
otherwise wouldn't hear about

I subscribe to online newsletters
that show me cool products and

services I don't see in stores

Niche retailers have a captive audience online who are 
actively seeking out products of interest

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)
Females
Higher Educated
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91%

63% 59%

43% 43%
38%

91%

62% 60%

40% 42% 39%

The internet has made it easier
for me to research and find

specific products

I trust the information people
post online about products and

services they have used

I trust the information big
manufacturers and retailers

post on their company web sites

When I buy a niche product
through an online platform like
Amazon I consider this buying

from a small retailer

My online friends and followers
send me information about

products and services I
otherwise wouldn't hear about

I subscribe to online newsletters
that show me cool products and

services I don't see in stores

These shoppers are turning to ‘trusted’ online sources 
for product reviews and recommendations 

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)

Aged 18-34
Aged 35-54
Children in Household
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91%

63% 59%

43% 43%
38%

91%

62% 60%

40% 42% 39%

The internet has made it easier
for me to research and find

specific products

I trust the information people
post online about products and

services they have used

I trust the information big
manufacturers and retailers

post on their company web sites

When I buy a niche product
through an online platform like
Amazon I consider this buying

from a small retailer

My online friends and followers
send me information about

products and services I
otherwise wouldn't hear about

I subscribe to online newsletters
that show me cool products and

services I don't see in stores

Four in ten online consumers are open to buying niche 
products from a small retailer

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)

Higher Household Income
Aged 18-34
Aged 35-54
Males
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91%

63% 59%

43% 43%
38%

91%

62% 60%

40% 42% 39%

The internet has made it easier
for me to research and find

specific products

I trust the information people
post online about products and

services they have used

I trust the information big
manufacturers and retailers

post on their company web sites

When I buy a niche product
through an online platform like
Amazon I consider this buying

from a small retailer

My online friends and followers
send me information about

products and services I
otherwise wouldn't hear about

I subscribe to online newsletters
that show me cool products and

services I don't see in stores

Many consumers learn about new products from online 
friends & followers and newsletters they wouldn’t 
otherwise see or hear about in stores 

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)

Aged 18-34
Aged 35-54
Children in Household
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66% 64%61% 59%

New delivery services have leveled the playing field between
small and large retailers

The internet and social media has leveled the playing field
between small and large retailers

Q7. How much do you agree with each statement? US (n=1,006) / Canada (n=1,001) 

% AGREE (Top2Box 6/7)
Aged 18-34
Aged 35-54
Children in Household

With the majority perceiving a level playing field for small 
retailers, are consumer expectations increasing?
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Strategic Considerations

• Do you know who your target audiences are?
• What do they value?
• What opportunities can you leverage that will most appeal to 

your target? 
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INTRODUCTION
OUR VISION OF AN OMNIBUS



© 2018 Ipsos 23

The TRADITIONAL view of what Omnibus Research is:
A low-cost, shared-field research vehicle.

Our Mission Is To Provide Omnibus 
Research With:

FAST TURNAROUND
AFFORDABLE
FLEXIBLE
ATTENTION TO DETAIL
GREAT CUSTOMER SERVICE

Pick all three?

Our Vision of an Omnibus
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Ipsos eNation - Daily Schedule

U.S. Schedule
(questions due)

Survey to Field Data Delivery

Monday Tuesday Wednesday

Tuesday Wednesday Thursday

Wednesday Thursday Friday

Thursday Friday Monday

Friday Monday Tuesday

Canadian Schedule
(questions due)

Survey to Field Data Delivery

Monday Wednesday Friday

Tuesday Thursday Monday

Wednesday Friday Tuesday

Thursday Monday Wednesday

Friday Tuesday Thursday

▪ Ipsos eNation provides custom research at a fraction of the price.
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Ipsos eNation Surveys 
are Device Agnostic
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Ipsos Omnibus Services - Our Commitment to Quality

A global 
organization

High quality 
and actively 

managed 
panels

Engaged 
respondents
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Ipsos uTarget eNation
Omnibus Research for Your Specific Target Market 

Every day, we launch a new omnibus wave to get 1,000 completes.
On some days, we are launching multiple waves.

From this large pool of 

respondents, eNation will reach 

your audience with the ease and 

affordability of an omnibus design.

IT’S FAST / IT’S AFFORDABLE

We end up surveying about 6,000 to 8,000 respondents weekly.



THANK YOU!
QUESTIONS?


